1 Details of Data Construction
Advertising Revenue
I combine several sources to produce data on total US advertising revenue for newspapers, magazines, radio, . These data are widely considered to be the authoritative source for historical revenue, and have been reported in numerous historical publications (e.g., Bureau of the Census 1975 , Sterling 1984 , and Sterling and Kittross 2001 . I set television revenue to zero for years before 1940.
For the years 1920-34, I supplement these data with estimates for newspapers and radio by Galbi (2008) .
These estimates are based on data from Robert Coen (which are less complete in these years) along with other historical sources.
For magazines, radio, and television in the years 2007-12, I use data from Kantar Media (2013) . To make these data comparable, I scale them for each medium by the mean ratio of the total from Newspaper Association of America (2013a) to the total reported by Kantar in the years where the two datasets overlap, 1965 , 1975 , 1985 , and 1993 compiled by Aguiar and Hurst (2007 , linearly interpolating between the latter years. I extend these data back to 1946 by multiplying the share of households with televisions 1946-65 as reported by Sterling (1984) 
Robustness
The finding that the price of attention for online newspapers is similar or greater than the price for print newspapers is robust to alternative ways of measuring time use.
Alternative sources for daily minutes spent reading print newspapers in recent years imply values greater than the 8-9 minutes reported in Table 1 , and thus an even lower price of attention offline. For example, eMarketer (2013b) reports an average of 30 minutes in 2010 and 22 minutes in 2012. Barclay's (2009) reports that Americans spend 27% as much time reading newspapers as they spend watching television, whereas the estimates in Table 1 imply they spend less than 5 percent as much time.
Alternative sources for daily minutes spent reading online newspapers imply values smaller than the 0.5-0.6 minutes reported in Table 1 
